Abstract Recent studies suggest that users' preferences of social media use differ according to their individual differences and use motives, and that these factors can lead to problematic social media use (PSMU) among a minority of users. The objectives of the present study were to investigate the influences of (i) demographics and Big Five personality dimensions on social media use motives; (ii) demographics and use motives on social media site preferences; and (iii) demographics, personality, popular social media sites, and social media use motives on PSMU. The sample comprised 1008 undergraduate students, aged between 17 and 32 years (M = 20.49, SD = 1.73; 60.5% women). The participants completed a questionnaire comprising the Social Media Use Questionnaire, Social Media Usage Aims Scale, and Ten-Item Personality Inventory. Multiple linear and hierarchical regression analyses showed that social media use motives of (i) meeting new people and socializing, (ii) expressing or presenting a more popular self, and (iii) passing time and entertainment were associated with problematic Int J Ment Health Addiction
Instagram has 800 million active users (Instagram 2017) . Instagram is the fastest growing SMS (Wagner 2015) due to the rapid growth in its popularity among teenagers and young adults (Alhabash and Ma 2017; Jackson and Luchner 2017) . Instagram allows users to take, filter, and share photos, and allows live broadcast and story creation with later added features. In terms of self-presentation-which is one of the gratifications obtained for using SMSsInstagram provides a very suitable environment for individuals. Previous studies investigating Instagram use from the U&GT perspective have reported different motivations such as entertainment, convenience, self-expression, medium appeal, interpersonal interaction, surveillance, documentation, coolness, and creativity (Alhabash and Ma 2017; Sheldon and Bryant 2016) . In the present study, it is hypothesized that Instagram use will be associated with expressing or presenting a more popular self, passing time, entertainment, and task management motives.
Snapchat is an instant messaging application that allows its users to send photos or short videos (called snaps). Users can determine how long the submitted snapshots can be viewed, and can create unlimited stories for 24 h (Alhabash and Ma 2017) . Snapchat is known to have more than 100 million users (Piwek and Joinson 2016) , and is the third most popular SMS after Facebook and Instagram (Duggan 2013; Utz et al. 2015) . The use of Snapchat is often seen as fun (Katz and Crocker 2015; Piwek and Joinson 2016) and it is used to communicate with the immediate community (Vaterlaus et al. 2016) . Previous studies investigating Snapchat use from the U&GT perspective have reported different motivations such as entertainment, convenience, medium appeal, self-expression, modality, agency, interactivity, navigability, and privacy (Alhabash and Ma 2017; Stanley 2015) . In the present study, it is hypothesized that Snapchat use will be associated with maintaining existing relationships and expressing or presenting a more popular self.
YouTube is ranked second in the ranking of all websites visited on the Internet, and ranked first among video sites (Alexa 2017) . It serves a very broad audience, both amateur and professional (Xu et al. 2016) . Every user can rate (like/dislike), upload videos, and can comment on and share them. It allows users to interact with the site using methods such as rating, video uploading, commenting, and sharing (Khan 2017) . There are also numerous videos based on the self-promotion and selfbroadcasting culture (Burgess and Green 2009 ). YouTube offers a wide variety of opportunities for individuals in the form of active and passive participation, and has achieved previously unthought of levels of social interaction and participation (Khan 2017) . Previous studies investigating YouTube use from the U&GT perspective have reported different motivations such as content creation and viewing, social gratification, relaxing entertainment, social interaction, and information seeking (Balakrishnan and Griffiths 2017; Haridakis and Hanson 2009; Khan 2017) . In the present study, it is hypothesized that YouTube use will be associated with passing time and task management, as well as entertainment, and informational and educational motives.
Google+, an SMS operated by Google, offers instant messaging, video-conferencing, grouping friends to allow content sharing, and engaging people with similar interests (Google+ 2017) . Google+ is viewed as a mix of the features of Facebook and Twitter, but it is more akin to Twitter because of the unidirectional flow (Curran et al. 2012) . Naturally, Google+ finds it difficult to compete with many popular social networking sites, and little research concerning SMSs has focused on Google+. Nevertheless, because of its wide usage for education and information (e.g., Google Drive), in the present study it is hypothesized that Google+ use will be associated with informational and educational motives.
Uses and Gratifications
The uses and gratifications theoretical approach (U&GT) was developed to evaluate user motivations and gratifications of a specific media (Katz et al. 1973 ). U&GT has four major assumptions: (i) media use is goal-directed or motivated, (ii) people use media to satisfy their needs and desires, (iii) social and psychological factors mediate media use, and (iv) media use and interpersonal communication are related (Rubin 1993) . According to U&GT, users of media are motivated by two different types of gratifications; gratifications sought and gratifications obtained. Gratifications sought refer to users' expectations of the types of gratifications they would get from using media, whereas gratifications obtained refers to the needs satisfied by media use (Katz et al. 1973; Rubin 1993) . Social media sites are considered as important platforms tool for maintaining existing relationships, receiving recent activity news, and obtaining a large network with relatively little effort. Moreover, individuals use social media to obtain gratifications such as passing time, sociability, and social information (Quan-Haase and Young 2010). Both gratifications sought and obtained from a particular medium (i.e., use motivations) influence the selection, frequency, and intensity of using that medium. Motivations and expectations of the gratifications acquired through media use are shaped by numerous individual-level, social, economic, cultural, and political factors. While lower life satisfaction and higher interpersonal utility are associated with individuals' interest in Internet use, feeling valued by friends and family and information-seeking are associated with higher Internet satisfaction (Papacharissi and Rubin 2000) . The present study focused on the seven different gratifications for social media use and their relationship with the selection of different SMSs use and problematic social media use (PSMU): (i) maintaining existing relationships, (ii) meeting new people and socializing, (iii) expressing or presenting more popular self, (iv) passing time, (v) entertainment, (vi) as a task management tool, and (vii) informational and educational use motives (Horzum 2016) .
PSMU is a complex phenomenon and is influenced by many factors and has been conceptualized in various ways (Bányai et al. 2017) , including as being sub-type of internet addiction Young 2015) . Similar to behavioral and chemical addictions, people with PSMU show uncontrolled and compulsive behaviors (Griffiths 2005 (Griffiths , 2010 . From the biopsychosocial model perspective, PSMU in its most extreme cases can display the symptoms that are associated with chemical and other behavioral addictions; tolerance, salience, mood modification, withdrawal, conflict and relapse (Griffiths 2005) .
In the literature, PSMU has been investigated in relation to specific SMSs such as Facebook (Andreassen et al. 2012; Hong et al. 2014) , Twitter (Davenport et al. 2014; Kircaburun 2016a; Kim et al. 2008 ), Instagram (Kircaburun and Griffiths 2018a, b) , Snapchat (Punyanunt-Carter et al. 2017) , WeChat (Hou et al. 2017) , Youtube (Balakrishnan and Griffiths 2017) , and social media in general (Andreassen et al. 2017; Bányai et al. 2017; Kircaburun 2016b; Kircaburun et al. 2018a, b) . These studies have shown that PSMU is associated with various psychological, personality, and individual difference factors. Moreover, a few studies that have used U&GT framework in order to investigate the relationship between social media use motives and social media addiction suggest that entertainment, diversion and self-presentation, seeking friendship, relationship maintenance, and escapism motives and gratifications are associated with social media addiction and more frequent use (Chen and Kim 2013; Floros and Siomos 2013; Huang 2011; Koc and Gulyagci 2013) . Based on the aforementioned studies, it is hypothesized that social media use motives, especially social gratifications, self-presentation, and passing time, will be associated with PSMU.
Uses and Gratifications of Social Media Sites
A great deal of research has focused on the use of SMSs and the effects of many characteristics such as age, gender, and personality. U&GT developed to understand how and why traditional media are used (Katz et al. 1973) , and has been applied to study the use of SMSs. As noted above, some of the gratifications identified in the literature include social interaction, information seeking, entertainment, passing time, relaxation, communication, convenience, surveillance or knowledge about others, and self-status seeking (Alhabash and Ma 2017; Haridakis and Hanson 2009; Khan 2017; Whiting and Williams 2013) . However, little is known about which of these individual gratifications related to SMS use cause PSMU. Therefore, present study investigated the extent to which specific social media use motives and gratifications are related to popular SMSs and PSMU.
Within U&GT, previous studies have examined the effects of gratifications both sought and obtained in the selection of different SMSs. For instance, one study found that Instagram and Snapchat use intensity was higher than Facebook and Twitter use intensity among university students (Alhabash and Ma 2017) . The same study reported that entertainment was the strongest predictor of Facebook, Twitter, Instagram, and Snapchat use intensity. It was also found that self-documentation was related to the intensity of Facebook and Instagram use, and convenience was associated with a higher intensity of Twitter and Snapchat use (Alhabash and Ma 2017) . Other studies have found that individuals use Instagram for the gratifications of surveillance, documentation, coolness and creativity (Sheldon and Bryant 2016) . Snapchat has been found to be used for obtaining the gratification of maintaining close relationships with friends and family (Piwek and Joinson 2016) . Similar to Snapchat, Facebook has also been found to keep up with close and distant friends, for informational and educational gratifications, passing time, and for self-promotion (Manasijević et al. 2016; Sendurur et al. 2015) . Finally, activities such as reading comments, viewing, liking, disliking, and sharing videos on Youtube have been found to be associated with the gratification of relaxing entertainment (Khan, 2017) .
Based on the aforementioned literature, it is hypothesized in the present study that different SMSs use will be associated with specific social media use motives. Although problematic uses of specific SMSs have been examined, it is not known whether preference of a specific platform leads to PSMU in general. However, the motivations to use popular SMSs that are associated with PSMU may also predict students' levels of PSMU. Therefore, the question of whether different SMSs uses are associated with PSMU was examined.
BBig Five^Personality Dimensions
Personality is considered as an important individual difference that affects media use motivations and gratifications (Rubin 1993 ). Personality can be described as a dynamic system that generates characteristic patterns such as the behavior, thoughts, and feelings of the individual (Allport 1961 ). The present study examines personality in terms of the globally accepted Big Five personality dimensions (McCrae et al. 1998) . The Big Five personality traits comprise agreeableness, conscientiousness, extraversion, neuroticism, and openness to experience, and relates to the following features (McCrae and John 1992): being reliable, generous, wellmannered (agreeableness); conscientious, hardworking, well-organized, punctual, trustworthy (conscientiousness); talkative, sociable, active, and passionate (extraversion); short-tempered, whiny, unstable (neuroticism); and curious, imaginative, original, unique, with a wide range of interests (openness to experience).
Previous studies have reported the relationship between personality differences and SMS use and PSMU. For instance, neurotic SMS users are more inclined to engage in self-disclosure (Kuss and Griffiths 2011) , are more involved in others' responses to their selfies (Choi et al. 2017) , spend more time on Facebook (Moore and McElroy 2012) , and engage in social media more passively (Ryan and Xenos 2011) . Extraverted individuals use social media for the gratifications of meeting new people and socializing, informational and educational gratifications, and as a task management tool (Horzum 2016) . They also post higher numbers of photos and selfies (Kim and Chock 2017) , have a higher number of online friends (Amichai-Hamburger and Vinitzky 2010), and they tend to demonstrate higher self-disclosure (Misoch 2015) . Agreeableness has been found to positively relate with gratifications of maintaining existing relationships and informational and educational gratifications, and to negatively relate with expressing or presenting a more popular self and entertainmental gratifications (Horzum 2016) . Agreeable individuals are more involved in others' and own shared content with Blikes^and comments (Choi et al. 2017) . Conscientious individuals use social media for the gratifications of maintaining existing relationships, and tend to involve others' responses to their selfies (Choi et al. 2017) , whereas unconscientious individuals use social media more for news and information (Ryan and Xenos 2011) . Finally, openness to experience has been negatively associated with demonstrating oneself as being more popular on Facebook (Horzum 2016 ) and selfie-related interactions with others (e.g., uploading selfies, liking or commenting on others' selfies, or receiving likes and comments to the uploaded selfies from others) (Choi et al. 2017) . Individuals who are more open to experiences also share more information about themselves on social media (Amichai-Hamburger and Vinitzky 2010).
Research has also shown association between the Big Five personality traits and PSMU. Neuroticism, introversion, and unconscientiousness have been associated with higher problematic use of Facebook (Marino et al. 2016) . Another study reported that, when controlled for gender, disagreeableness, unconscientiousness, and introversion were positively associated with problematic use of Twitter (Kircaburun 2016a) . Based on the existing literature, it is hypothesized in the present study that lower agreeableness, lower extraversion, lower conscientiousness, lower openness to experience, and higher neuroticism will be associated with PSMU. Moreover, it is hypothesized that more agreeable, extraverted, conscientious, and open to experience (as well as less neurotic individuals) will use SMSs more for maintaining existing relationships, and informational and educational motives, and less for expressing or presenting a more popular self, passing time, and entertainment.
The Present Study
The present study investigates the relationship between demographics, personality, and social media use motives. Moreover, the study examines the relationship between demographics, Big Five personality traits, SMS use motives, and PSMU. U&GT is used to explain the underlying motives for SMS use, as has been the case with previous research (Katz et al. 1973) . Since an individual's motivation to use SMSs can be a factor in becoming problematic Griffiths 2011, 2017) , the relationship between SMS usage and PSMU are investigated. Indeed, since there are so few studies in this area in the literature, examination of the most commonly used SMSs will contribute significantly. At the same time, it is emphasized that the motivation underlying the use of each platform may be different because the majority of the research to date concentrates on Facebook use (Ryan et al. 2014) . It is important to explain the use of both SMS use in the context of U&GT and to determine which use motives and gratifications lead to the PSMU. Similarly, according to the U&GT approach, personality traits also motivate and provide gratification for individuals (Sheldon and Bryant 2016) and for PSMU (Kircaburun 2016a; Kircaburun and Griffiths 2018a) . Consequently, it is beneficial to consider PSMU in a more comprehensive way, in terms of the demographic differences, personality dimensions, most popularly used SMSs, and social media uses and gratifications. Therefore, several hypotheses (outlined throughout this introduction) were constructed based on the current literature.
Method Participants and Procedure
Prior to the examination of the variables, the Social Media Use Questionnaire (SMUQ) was adapted into Turkish in a pilot study comprising 68 students (44% women; M = 20.84 years, SD = 3.76). Prior to data collection, the SMUQ was translated to Turkish by the first author using a standardized back translation process (Beaton et al. 2000) . In the second phase, a convenience sample of 1008 students, aged between 17 and 32 years (M = 20.49, SD = 1.73), from a Turkish state university completed a paper-and-pencil questionnaire (60.5% women). Data were collected by visiting separate classes and explaining the context of the study and handing out the questionnaires. All participants gave their informed consent and participated in the study voluntarily and anonymously.
Measures

Demographics
Participants were asked about their gender, age, daily internet use time, daily mobile phone use time, and social media sites/apps they mostly used (dummy coded). They were asked to select the three most frequently used social media sites/apps from a list of seven social media platforms (i.e., Whatsapp, Instagram, Youtube, Facebook, Snapchat, Google+, and Twitter) .
Social Media Use Questionnaire
The SMUQ was developed by Xanidis and Brignell (2016) and adapted into Turkish by the researchers. The scale comprises nine items (e.g., BI struggle to stay in places where I will not be able to access SNSs [social networking sites]^, BI spend a large proportion of the day using SNSs^) that are rated on a five-point Likert-type scale examining two subfactors (i.e., withdrawal and compulsion). The SMUQ was used in order to assess students' levels of problematic social media use. Confirmatory factor analysis generated mostly good fit for the two-factor structure (χ 2 / df = 1.34, RMSEA = .07, CFI = .98, NFI = .92, GFI = .91). Confirmatory factor analysis (CFA) with the main sample (N = 1008) also confirmed the valid structure of the scale. Cronbach's alpha of the Turkish form of the scale in the pretest study was .90. In the present study, it was .87.
Social Media Usage Aims Scale
The Social Media Usage Aims Scale (SMUAS) was developed by Horzum (2016) for assessing Facebook use motives and in the present study it was used by replacing the word BFacebook^in the title of the scale with BSocial Media.^There are no items specifically relevant to Facebook in the scale and the word BFacebook^is not present in any of the items (only in the title of the scale). The SMUAS comprises 30 items on a five-point Likert-type scale examining 7 subfactors: (1) maintaining existing relationships (e.g., BI use social media to stay in touch with friends or people I know^); (2) meeting new people and socializing (e.g., BI use social media to meet new friends^); (3) making, expressing, or presenting a more popular oneself (e.g., BI use social media to be cool^); (4) passing time (e.g., BI use social media to occupy my time^); (5) as a task management tool (e.g., BI use social media to store and organize photographs^); (6) for entertainment (e.g., BI use social media to listen music^); and (7) for informational and educational (e.g., BI use social media to keep abreast of current events^). In order to confirm construct validity of the scale, CFA was carried out and generated acceptable fit to the data (χ 2 / df = 4.13, RMSEA = .06, CFI = .90, NFI = .88, GFI = .90). Reported Cronbach's alphas for the total scale and subfactors were . 91, .80, .79, .85, .79, .83, .82, and .84 respectively (Horzum 2016) . In the present study, they were . 89, .76, .72, .64, .82, .78, .64 , and .81 respectively.
Ten-Item Personality Inventory
The Ten-Item Personality Inventory (TIPI) was developed by Gosling et al. (2003) and adapted to Turkish by Gunel (2010) . The inventory comprises the Big Five personality dimensions which are neuroticism (e.g., BI see myself as anxious, easily upset^), extraversion (e.g., BI see myself as extraverted, enthusiastic^), conscientiousness (e.g., BI see myself as dependable, selfdisiplined^), agreeableness (e.g., BI see myself as critical, quarrelsome^), and openness to experience (e.g., BI see myself as open to new experiences, complex^). Each dimension has two items on a 5-point Likert scale. Cronbach's alphas for the dimensions were reported between .70 and .89 for the Turkish form of the scale. The highest scored dimension is considered as the dominant personality trait of the individual.
Statistical Analysis
The present study used descriptive statistics, regression analysis, and confirmatory factor analysis (CFA). The statistical analyses were carried out with SPSS 23 and AMOS 23 software. In the CFA, maximum likelihood estimation method was used. Furthermore, goodness of fit indices designated by Hu and Bentler (1999) were utilized. Consequently, thresholds for good and acceptable fit values are as follows: root mean square residuals (RMSEA) < .05 is good, standardized root mean square residuals (SRMR) < .05 is good, Comparative Fit Index (CFI) > .95 is good, Normed Fit Index (NFI) > .95 is good, Goodness of Fit Index (GFI) > .95 is good, also RMSEA < .08 is acceptable, SRMR < .08 is acceptable, CFI > .90 is acceptable, NFI > .90 is acceptable, GFI > .90 is acceptable.
Results
Descriptive statistics (Table 1) show that 14% of the participants used the internet less than 2 h daily and that 44% had used the internet more than 4 h daily. Similarly, 13% of the participants used mobile phones less than 2 h daily and 51% had used mobile phones more than 4 h daily. The most frequently used social media platforms among participants were as follows (Table 1) : Whatsapp (92%), Instagram (79%), Youtube (78%), Facebook (55%), Snapchat (37%), Google+ (37%), and Twitter (32%). Mean scores, standard deviations, and maximumminimum scores are provided in Table 2 .
Summaries of zero-order correlations and multiple linear regression analyses for gender, age, and personality as predictor variables, and social media use motives as outcome variables are presented in Table 3 . Analysis indicated that gender, extraversion, age, and openness to experience were associated with using social media sites for maintaining existing relationships (MER) and the regression model explained 4% of the MER (F [7997] = 6.27; p < .001). Being female, young, higher extraverted, and open to experience were related to higher MER uses and gratifications. While only gender and age were associated with meeting new people and socializing (MNPS), together they explained 4% of the MNPS (F [7997] = 7.28; p < .001). Being male and young were related to meeting new people and socializing gratifications. Another gratification was making, expressing, or presenting a more popular self (MEPO) and age and conscientiousness together explained 1% of the variance (F [7997] = 2.44; p < .05). Being young and less conscientious were associated with usage aim of MEPO. Passing time (PT) was another use motive and being young and neurotic explained 3% of the variance (F [7997] = 6.04; p < .001). Being female and extravert were associated with social media being a task management tool (F [7997] = 5.20; p < .001). Younger and extraverted students used social media for entertainment and together explained 2% of the variance (F [7997] = 3.22; p < .01). Finally, Finally, hierarchical regression analysis was applied with gender, age, personality traits, most used social media platforms, and social media use motives as predictor variables and PSMU as a criterion variable (Table 5 ). Passing time (β = .27, p < .001) was moderately associated with PSMU, and gender (β = − .19, p < .001), maintaining existing relationships (β = .12, p < .001), meeting new people and socializing (β = .12, p < .001), neuroticism (β = .10, p < .001), Instagram use (β = .10, p < .001), Snapchat use (β = .08, p < .01), agreeableness (β = .06, p < .05), extraversion (β = − .08, p < .01), entertainmental use (β = .08, p < .05), informational and educational use (β = − .07, p < .05), Facebook use (β = .06, p < .05), and conscientiousness (β = − .06, p < .05) were weakly associated with PSMU.
Total variance of PSMU explained by the final model was 27%, F (21, 983) = 18.48; p < .001. More specifically, unique explanation of the variance of PSMU by gender and age was 4%, by personality traits was 4%, by most used social media platforms was 7%, and by social media use motives was 13%. In summation, those with higher levels of PSMU were more likely to be female, agreeable, introverted, neurotic, and non-conscientiousness. They were also more likely to use Instagram, Snapchat, and Facebook. Their motivations for SMS use were most likely to be passing time, meeting new people and socializing, expressing or presenting a more popular self, entertainment, and lower information and education motives.
Discussion
The present study used U&GT framework to examine the relationship between social media use motives and problematic social media use (PSMU) among Turkish undergraduates, while controlling for demographics, personality traits, and popular social media sites (SMSs). Multiple linear regression analyses were performed in terms of gender, age, and personality traits as independent variables, and social media use motives as outcome variables. Also, analyses in terms of gender, age, and social media use motives as independent variables and SMSs use as outcome variable were also carried out. Additionally, hierarchical regression analysis was performed in terms of gender, age, personality traits, most commonly used SMSs, and social media use motives as independent variables, and PSMU as the dependent variable.
The results showed that compared to males, females used social media significantly more for maintaining existing relationships, managing their tasks, and for informational and MER maintaining existing relationships; MNPS meet new people and socializing; MEPO make, express, or present more popular oneself; PT pass time; ATMT as a task management tool; ENT entertainmental; IAE informational and educational a p < .10; *p < .05; **p < .01; ***p < .001 educational gratifications. These findings are consistent with previous studies which have asserted that women have more actual friends on Facebook than men (Moore and McElroy 2012) , and that women use Facebook for informational and educational gratifications (Horzum 2016) . It may be the case that women are significantly more active than men in maintaining ties with close friends, using social media to get social information on their friends, maintaining networks, and for self-enhancement (Krasnova et al. 2017) . Previous research has also demonstrated that women share less information about themselves and they are more worried about their online security; therefore, they are more goal-oriented when it comes to using social media (Horzum 2016) .
In the present study, women were more likely than men to be problematic users of social media. This finding is consistent with previous studies (Andreassen et al. 2017; Griffiths et al. 2014; Kircaburun et al. 2018a, b) . Also, previous studies suggest that women spend more time on Facebook and Instagram, share more videos on Youtube, upload more selfies, and comment or post Blikes^on others' selfies to a greater extent than men (Choi et al. 2017; Khan 2017;  MER maintaining existing relationships; MNPS meet new people and socializing; MEPO make, express, or present more popular oneself; PT pass time; ATMT as a task management tool; ENT entertainmental; IAE informational and educational a p < .10; *p < .05; **p < .01; ***p < .001 Moore and McElroy 2012; Sheldon and Bryant 2016; Sorokowska et al. 2016; Sorokowski et al. 2016) . This is arguably because women are more prone to become addicted to activities involving social interaction (Andreassen et al. 2013) . These findings support the fact that women use social media more problematically than men. On the other hand, men tend to use social media for meeting new people and for socializing. This result concurs with prior studies reporting higher use of Facebook for meeting new people and socializing among men (Horzum 2016) . This result may be explained by the supporting findings of previous studies which suggest that using Facebook for the social gratifications is related to higher eveningness (i.e., having a preference for getting up later and going to bed later) (Horzum and Demirhan 2017) , and that higher eveningness is associated higher flirtatious behaviors and having more sexual partners on the part of men (Piffer 2010; Piffer et al. 2011) . Moreover, eveningness has been associated with the Dark Triad of personality (Jonason et al. 2013; Rahafar et al. 2017 ) which has also been associated with a faster lifestyle and short-term mating on the part of men (Jonason et al. 2009 ). Based on these studies, it might be that men use social media as a dating strategy for finding short-term sexual partners.
Age is another important demographic feature when considering PSMU and social media use motives. Findings in the present study showed that being younger was positively related to all social media use motives except as a task management tool and for informational and educational gratifications. This finding may be supported by those studies that have indicated an increasing frequency of selfie uploads and edits (Kim and Chock 2017; Sorokowski et al. 2016 ), higher online disclosure (Misoch 2015) , and higher use of Snapchat (Grieve 2017 ) by younger individuals. The result may also be explained by the different generations that participated in the present study. According to the categorization made by the Center For Generational Kinetics (TCGK 2016), while 23% of the participants in the present study are Millennials, 77% belong to Generation Z (iGen). Most of the members of iGen do not recall a time before social media, and are prone to live most of their lives online and via smartphones (TCGK 2016). Consequently, they are much more involved with social media uses and gratifications compared to Millennials.
In terms of personality, extraversion was found to be positively related with social media use for maintaining existing relationships and for managing tasks. In addition, introverts were more likely to use social media problematically. This finding is consistent with a crosssectional study that reported higher usage of Facebook as a task management tool on the part of extraverts (Horzum 2016) , as well as with a systematic review that noted a positive association between extraversion and higher usage of social media for the social consolidation of existing relationships (Kuss and Griffiths 2011) . Extraverts have higher number of general and actual friends and group memberships (Bachrach et al. 2012; Kim and Chock 2017; Moore and McElroy 2012) , post more status updates and selfies (Bachrach et al. 2012; Sorokowska et al. 2016) , are more socially active on social media by posting more comments and Blikes^on others' selfies, and demonstrate a greater amount of self-disclosure (Choi et al. 2017; Misoch 2015) . Despite extraverts' higher levels of social activities, introverts engage in more PSMU than extraverts. This finding may be explained by the fact that introverts have lower self-esteem (Erdle et al. 2009 ) and higher loneliness (Cheng and Furnham 2002) . While loneliness is related negatively to active social contributions and positively to passive engagement, shyness is positively associated with passive engagement and negatively associated with real-time social interaction (Ryan and Xenos 2011) . As much as introverts spend excessive amounts of time on social media, they do not share many selfies or make status updates in order to avoid negative comments as a way of preserving their level of self-esteem. They may use their time on social media mostly by checking out other individuals' profiles without any interaction to avoid real life struggles and social interactions.
Another personality dimension that was related to social media use motives and PSMU was conscientiousness. Conscientious students demonstrated lower scores on the social media gratification of expressing or presenting a more popular self. Posting self-related materials on Facebook, and feeling less regret about those posts, have been related to lower conscientiousness in previous studies (e.g., Moore and McElroy 2012) . Since they tend to be less organized, unambitious, emotionally driven, and inconsistent (Costa and McCrae 2000) , unconscientious students may be less successful in life and unpopular among their peers. Therefore, they may use social media to present a more successful, superior, and better version of themselves. Consequently, such self-promotion efforts by unconscientious individuals may result in excessive and problematic social media use.
In the present study, neuroticism was found to be related to social media uses and gratifications of passing time and to PSMU. Neurotics are emotionally unstable individuals who tend to be impulsive, get angry quickly, and perceive life negatively (McCrae and John 1992) . Therefore, it is unsurprising that they have difficulties pursuing real life social relationships and have difficulties in coping with life. Instead, they may want to escape from their real life by occupying themselves with excessive social media use. Neurotic individuals have been reported to involve themselves more in social media activities such as liking others' posts (Bachrach et al. 2012) , blogging (Guadagno et al. 2008) , active social contributions, and passive engagement by following fan pages and different groups (Ryan and Xenos 2011) . Neurotic individuals also have relatively few friends (Bachrach et al. 2012) , involve themselves in others' comments on their selfies (Choi et al. 2017) , spend more time on Facebook, and regret the things they have shared more (Moore and McElroy 2012) .
Openness to experience was not related to PSMU. However, students who were open to experience tended to use social media more for maintaining their existing relationships and for informational and educational gratifications. Individuals who are open to experience tend to be curious, imaginative, original, and to have a wide range of interests (McCrae and John 1992) . They are likely to use favorable features of new technologies for easing their lives, and for facilitating broader social relationships. In addition, since using social media enables individuals to search and reach for information and for educational materials by getting millions of people together to interact and contribute, it is a much more subtle way to find needed information and educational sources. Previous studies report that students who are more open to new experiences follow more groups on social media (Bachrach et al. 2012) .
With regard to social media platforms, Instagram and Snapchat were the second and fifth most commonly used SMSs among students. Instagram was positively related to presenting a more popular self, passing time and entertainment gratifications, and PSMU. Snapchat was associated with PSMU and expressing or presenting more popular self-gratifications. These findings are consistent with a previous study which reported higher intensity of social media on Instagram and Snapchat compared to Facebook and Twitter (Alhabash and Ma 2017) . Using image-based social media platforms involving sharing photos and videos makes interaction and communication more intimate and realistic (Pittman and Reich 2016) . Consequently, Instagram and Snapchat use decreases loneliness and increases happiness and satisfaction with life when compared to other social media platforms. Moreover, using Instagram and Snapchat has been positively related to self-documentation, entertainment, and self-expression uses and gratifications (Alhabash and Ma 2017) . The main reasons for using of Instagram have been found to be surveillance, documentation, coolness, and creativity (Sheldon and Bryant 2016 ). Instagram appears to have become one of the most important social networking platforms of recent times by meeting all kinds of users' different needs, and by increasing feelings of intimacy and happiness, especially among young people. Regarding Snapchat, as opposed to the present study, students have mainly reported using Snapchat for maintaining close relationships with close friends and family (Piwek and Joinson 2016) . However, the Bbest friends list^feature of Snapchat has been associated with higher degrees of jealousy in interpersonal relationships and which may be harmful among close friends (Vaterlaus et al. 2016 ). Instagram and Snapchat use were also both related to higher PSMU among student in the present study. This result may be explained by the positive associations Instagram and Snapchat uses have with uses and gratifications linked to PSMU which are expressing or presenting a more popular self and passing time. Also, editing and posting selfies have been positively related to a higher amount of time spent on social media in previous studies (e.g., Kim and Chock 2017) .
Facebook was the fourth most commonly used social media platform among the participants of the present study, and higher Facebook use was related to higher social media uses of informational and educational gratifications and PSMU. This finding is partially consistent with a recent study which reported a positive association between Facebook use and keeping up with distant and close friends, information and education, passing time, and self-promotion (Sendurur et al. 2015) . The results are also parallel to another study which indicated that most students use Facebook for social motives, while others use it for educational gratifications by creating groups and exchanging course-related information (Manasijević et al. 2016) . Previous research has also indicated that there is a positive association between Facebook use for educational gratification and academic achievement (Lambić 2016) . Facebook, which is one of the oldest social media platforms and has the highest number of active users worldwide (Kemp 2017a, b) , can be considered as a practical platform for gaining information and education gratifications by using a wide range of different established groups.
Twitter was the seventh most commonly used social media platform in present study, and was significantly related to the social media uses and gratifications of expressing and presenting a more popular self, and for information and education gratifications. Previous studies have reported that many factors (i.e., higher levels of cognition, conscientiousness, introversion, lower neuroticism, lower sociability, and for reading celebrity and entertainment news) are related to a higher preference for Twitter use for information gratifications (Hargittai and Litt 2011; Hughes et al. 2012) .
Regarding the relationship between social media use motives and PSMU, when controlling for demographics, personality, and social media sites, passing time was the strongest predictor of PSMU. It appears that students who use social media to pass time when they have nothing to do are more likely to experience PSMU. Also, meeting new people and socializing by using social media and uses of social media for expressing or presenting a more popular self significantly positively influences students' levels of PSMU. This may be because narcissistic individuals are more addicted to social media out of their efforts to make themselves look better than who they really are and to present better self-image (Andreassen et al. 2017) . Narcissists also use social media for social gratifications and their social media profiles are really important for them (Błachnio et al. 2016) . It may be that uses and gratifications that are rooted in narcissistic impulses may lead to higher PSMU.
The present study is not without its limitations. Firstly, it used only self-report measures. In future studies, mixed methods may be used in order to gain further insights into the relationships between variables studied here. Secondly, the study sample comprised Turkish university students. Therefore, to generalize the results, other more nationally representative samples from Turkey and other countries must be included in future studies. Thirdly, the cross-sectional nature of the study makes it impossible to indicate causal affects and relationships between variable studies. Finally, only demographic data regarding gender and age were collected from the participants. Future studies will need to examine different demographic features of participants (e.g., religion, political ideology, marital status, employment status, etc.) and their associations with preferences of social media use and problematic social media use.
Despite its limitations, the present study has a couple of strong novel and distinctive features. First, the study is the first, to the best of the authors' knowledge, that has simultaneously examined the relationship between Turkish university students' most commonly used social media platforms, social media use motives, and PSMU. Second, the study provides greater evidence to the literature regarding associations between gender, age, personality, and PSMU.
Conclusion
Findings of the present study indicated that women use social media more for maintaining their existing relationships, as a task management tool, and for informational and educational purposes, while men use social media more for meeting new people, for socializing, and for entertainment. Younger students use social media more for maintaining their existing relationships, for meeting new people, for socializing, for expressing or presenting themselves as being more popular, for passing time, and for entertainment. Moreover, while women show a higher preference for Snapchat and Google+ use, men prefer Facebook and YouTube. Instagram use was more prevalent among younger participants and Facebook and Google+ use was more prevalent for older participants.
Regarding personality, extraverted individuals use social media more for maintaining their existing relationships, for passing time, and for managing their tasks. Less conscientious individuals use social media more for expressing or presenting themselves as being more popular. Neurotic individuals use social media more for passing time. Finally, individuals who were open to experience use social media more for maintaining their existing relationships and for informational and educational purposes.
Regarding the most commonly used social media platforms, Instagram use was significantly related to expressing or presenting a more popular self, passing time, and entertainment motives. Snapchat use was related to expressing or presenting more popular self-motive. Facebook use was related to informational and educational gratifications. Whatsapp was associated with maintaining existing relationships. Twitter was related to expressing or presenting a more popular self-motive, and for informational and educational gratifications. Finally, Youtube was positively related to passing time and entertainment and negatively related to meeting new people and socializing.
PSMU was associated with a number of demographic and personality factors including being female, being introverted, being more agreeable, being neurotic, and being less conscientious. In relation to social media platform, PSMU was associated with higher use of Instagram, Snapchat, and Facebook. In relation to motives, PSMU was positively associated with meeting new people and socializing, expressing or presenting a more popular self, and passing time, and negatively associated with informational and educational uses.
The present study examined the inter-relationships between demographics, personality traits, popular SMSs, social media use motives, and PSMU in a comprehensive way. This is important because most studies have only examined the variables here in relation to just one social media platform (typically Facebook). The present study contributes to the understanding of the role of social media use motives on the preferences of many different popular social media sites, as well as the role of popular social media sites and social media use motives in the development of problematic social media use while controlling for demographics and personality.
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